This study generally aims to analyze the influence of customer satisfaction and service quality to develop trust and positive word of mouth especially in vocational education.
Introduction
Nowadays, ASEAN countries facing the ASEAN Economic Community, which one of its goal includes cooperation for human resource development and capacity building, also recognition of proffesional qualifications. To be able to produce professionals that qualified, the role of higher education is needed, especially those who focusing in vocational education. According to the Chairman of the Indonesia Vocational Higher Education Forum, Hotma Prawoto, vocational education is education that builds certified skills, so that prospective workers are protected their rights in a globalized world There are thing that also matter, especially in vocational education that is how the institution be able to fulfill the needs to improve not only knowledge but also certified skills in specific areas. Aspects of customer value on education services are also a consideration for prospective students in choosing universities (Rahayu, 2011) .
In higher education business context, costumer can be defined as a person and/or organization that make payments directly to the university/institute as a form of exchange in the provision of educational services, both in the form of classroom education and research (Cliff, 1994 in Rahayu, 2011 . The customer in education business context also makes exchange in order to gain benefit of education. Thus, the concept of customer in higher education can be considered the same as in other business [44, 48] . However, we cannot simplify the concept of education business same with other business in practice. In education business practice, there are steps of process that the customer need to provide before earning an academic degree from a particular university [48] , such as lecturing process, academic minimum requirements, thesis writing, or final exam, and others.
Customer in higher education is divided into two types of customer, which are internal and external customer. Internal customers are those who have close and direct interaction with universities and those who work to be able to give satisfaction to the external customer; they are academic staff (lecturer), researchers, non-academic staff, and students (Rahayu, 2011) . On the other side, the External Customers are those who have an indirect relationship with the university. Nevertheless they also obtained the benefit from the service provided by the institution and/or contribute to the operational activities of the university (Marzo, Pedraja and Rivera, 2007). Student in higher education play both role as internal and external customer. Therefore their satisfaction and perception of service quality are potential to bridge the emergence of external satisfaction ( [7, 18, 30, 32] ; Mahler and Hennessey, 1996) and DOI 10.18502/kss.v3i11.2772
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Customer satisfaction
Customer satisfaction both internal and external is based on the concept of service quality. However, service quality is not produce in a factory and delivers as good. But it produce when the customer interact with service providers to earn the services they require [22] . Therefore, the quality of service is a concept on how to embed the service quality at every phase of services, and involving all personnel in the organization [15] . The 2nd ICVHE Rahayu (2011) adapted the model and applied to the context of higher education business, and define the model as follows:
Service product is the substantial quality of services. In higher education context, it includes the main product of education services such, curriculum, competence, reputation, classroom activities, the quality of lecturers, and completeness of teaching materials such as the availability of books, journal, modules in the library (Rahayu, 2011 ).
Service delivery refers to the functional quality of services. In higher education context, it includes script, rules and manual labor, also the protocol of how the education services are delivered [30] between layers (the universities to internal stakeholders, lecturer to student, and universities to the student) (Rahayu, 2011) .
Service environment includes number of dimensions classified into two characteristics [30] , which are internal and external environment. Internal environment is a reflection of the identity of an educational institution, including organization's culture and philosophy that underlie the education services. On the other hand, external environment literary describe physical environment that an educational institution owned, including Infrastructure (parking, lecture building, lab, facilities, discussion rooms, libraries, etc.), Wi-Fi access, cafeteria, bookstore, bank, and others (Rahayu, 2011 ).
Overall, Rahayu (2011) states that the three-component model proposed by Rust and Oliver (1994) already covering all dimensions of service quality, whereas service product reflects the reliability and technical quality of higher education. While service delivery reflect the functional ability of higher education in terms of responsiveness, assurance, empathy, and a willingness to serve. And finally service environment reflects the quality of the physical environment offered by higher education, covering such teaching and learning facilities as well as supporting infrastructure.
Service quality
Internal customer satisfaction is closely related to perception comes after receiving services. Therefore perception toward service quality can only be measured by interaction between service provider and customers. Communication is the ability to communicate and listen effectively. Applied to the context of higher education business, communication variable includes how the universities being able to communicate, to interact positively, and to define the needs of the students. Productivity is the ability to maintain high quality standard of efficiency, reliability, and quality. Therefore, the evaluation process are emphasized on how the universities being able to provide solutions for students with academic issues, and being able to resolve the issues in accordance with the procedure. Responsiveness is the ability to effectively respond to customer needs and requirements. This includes the attitude to treat all student equal, respect, nice and friendly, also to develop mutual understanding between universities and the student.
Through these variables, the universities can see how their student as internal customer perceived the quality of services they provide. These perceptions are somehow gives visualization of performance including the weaknesses and strength that can be utilized to identify area of improvement both in order to maintain and increase the service performance.
Trust
For nearly two decades, trust has its own role in marketing science. Along with the transition from product-oriented market model to customer-oriented model, marketing activities are now moving to not just delivering a product/service but to build good relationships with their customers (relationship marketing) (Rahayu, 2011) .
One of the natures of service is intangible that make trust one of the tools to evaluate customer satisfaction and commitment to the services provided. Trust also one DOI 10.18502/kss.v3i11.2772 Page 360
The 2nd ICVHE Applied to the context of higher education business, trust represents reliability, integrity, credibility, that is very important in the minds of consumers toward a higher education institution. Due to the fulfillment of the above factors means that higher education institutions must be able to maintain consistency in quality, delivery and the environment. Regarding to vocational education, the institution should be able to provide international and modern curriculum that answer the needs of industry, so the graduates will be valued as professionals appropriate to their expertise. The 2nd ICVHE
Word of mouth (WOM)
Some literature suggests WOM as recommendations/suggestions/feedback/transfer of information about a products or services delivered by consumers to consumers informally [19, 47] . WOM generally occur accidentally through casual conversation during the discussion, emails, texting, short message services (SMS) and others.
Previous studies showed that WOM can influence someone justification toward products or services, and affect their behavior as consumers [17, 19] . Under certain Applied to the context of higher education business positive WOM not only increase benefits of revenue and profit, but also increase and improving the image of higher educational institutions.
Theoretical Framework and Hyphotheses
This study is a replication study of Rahayu (2011) , theoretical framework and measurement tools was re-written and adapted to the need of the research. The 2nd ICVHE in Figure 1 . According to Figure 1 , there are 5 (five) hypotheses to be tested in this study, which constructs as follows.
Trust is the result of self-satisfaction that is created in a consumer (Kim et al., 2008 ).
Trust will also be created when a person has been convinced of the reliability and integrity of a product/service they consumed [34, 52] . In the end, trust is an intermediate variable that bridges the relationship between producers and consumers of a product/service [34] . And trust that comes with it will affect long-term commitment to the creation of purchase intentions [10] .
Trust is something that must exist in a marketing services, it is important to be able to maintain a relationship that is built between providers and consumers, because consumers are often faced with the question of where they should decide to buy a service without first being able to try the service. High education is one of the types of education services that are not allowed to try first, and requires long-term delivery process.
Thus becomes important to be able to create satisfaction to consumers of educational services, because if the service received by consumers meet or even exceed the level of satisfaction that is expected, then such satisfaction increasingly strengthen the reliability and integrity of service providers that led to the creation of stronger trust [9, 49] .
Any activity that involves WOM will basically related to satisfaction. Where the satisfaction of creating top-quality services and service performance that is expected to create positive WOM produce more outcomes that have a significant impact on customer behavior and purchase intentions [45] . Positive WOM occurs based on satisfaction and otherwise negative WOM appears on dissatisfaction (e.g., [11, 42] ). Therefore, hypotheses 1 and 2 are formulated as follow:
Customer satisfaction has significant influence to develop positive trust positive trust and word of mouth depend on the process of interaction between students and universities [6] , how they solve the problem regarding the academic or nonacademic issues. The moment both of the student and university member interact each other is called the moment of truth [25] . Thus moment will impact to how a student as . Reliability, usefulness, and Effect of a product/services will lead to willingness to rely on some product/service in which there are constructs that lead to the creation of positive WOM [46] . The willingness to rely on for some customer can be translated into the willingness to gives positive recommendation regarding a product/services [1, 46] . Therefore, hypothesis 5 is formulated as follow: The 2nd ICVHE 
Result and Discussion
The research results significant causal relationships between variables. T-value from each of the hypotheses are > 1.96. Thus, the whole hypothesis proposed in this study significantly supported by the data, indicating that all coefficients have causal relationship one another.
Customer satisfaction has significant influence to develop positive trust (H 1 , t-value = 2.81). This finding support previous literature, states that satisfaction is the true antecedent of trust (Kim et al., 2008) , and that the satisfaction and trust are intertwined as relational mediators [16] . However, there is negative significant result in term of customer satisfaction influence to develop positive word of mouth (H 2 , t-value = (-) 2.31). This finding indicates that customer satisfaction indeed has significant influence to develop positive word of mouth, nevertheless in vocational education the more satisfy the student the less they would communicate positive word of mouth regarding the institution.
Service quality has significant influence to develop both positive trust (H 3 , t-value = 3.63) and word of mouth (H 4 , t-value = 4.88). These findings reinforces the theory that WOM is one of the variables of customer relationship marketing, which constructs from the experience of interacting in the process of delivery of services, where quality truth when interacting with the service providers, also trust that bounding in the heart of the customer.
Vocational education should be able to give the technical, functional and environmental quality that support the education delivery process in order to fulfilled the satisfaction of the customer. Also vocational education needs to maintain qualified moment of truth in all layers and all aspects of education services.
Vocational Studies of Universitas Indonesia (Vokasi UI), as sample used in this study is able to provide technical, functional and an environment quality that supports teaching and learning process in accordance with the level of satisfaction expected by the customers. The significance of the hypothesis tested in this study also indicates that Vokasi UI is able to maintain the reliability, integrity and commitment to service product, service delivery, and service environment that creates a strong trust toward their consumers. Nevertheless, further research should be considered to find out the cause of negative significant result regarding customer satisfaction and word of mouth. This is where managerial needs to take actions to increase the willingness of satisfied students to communicate positive WOM.
According to the perception of service quality, Vokasi UI is able to provide services performance that promote communication, productivity, and responsiveness, by being able to respond effectively to the needs and wants of the customers, by providing excellent services to customers with fast, precise, but still accompanied by credibility, security, competence and courtesy [37, 39] . It can create the future willingness of students to give recommendation or WOM communication. In response to this, the performance of academic services need to be strengthened, considering they were the most forward in dealing with students and other consumers.
Finally, trust has significant influence in creating WOM, it shows that when consumers have confidence toward providers of products/services, where trust is based on the satisfaction and perception of quality of service, then they will be willing to communicate positive word of mouth regarding the product/services. Even recommend it to others. Thus, it becomes important for managers in higher education institution to provide education and academic services that make students believe they can meet the needs and provide solutions to their problems.
